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Rough Proofs 


The Cunard Steamship Company 
will sell you a trip to Europe on the 
instalment plan. If you meet only 
half your payments, will you have to 
swim back? 
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In spite of all their press-agents 
could do, some Florida cities have 
been embarrassed by the publication 
of reports regarding the efforts of 
baseball teams to train with the mer- 
cury in the thirties. There’s only one 
thing to do—fire the press agents or 
the weather forecasters. 
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The St. Paul Town Criers are pre- 
paring to launch a $1,000,000 adver- 
tising campaign for Cleopatra Cos- 
metics. Unfortunately, like a lot of 
other 1932 campaigns, it’s purely 
imaginary. 
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Having noted the success of cigar- 
ette manufacturers in getting the so- 
called weaker sex to use their prod- 
ucts, the cigar men are now moving 
in that direction. And the corn-cob 
pipe manufacturers are next in line. 
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Some people have been in doubt as 
to the value of Government publica- 
tions on this, that and the other sub- 
ject, but Phil Hanna set the matter 
at rest by showing that Uncle Sam’s 
zeal for public enlightenment in- 
cludes even the employment of an 
expert on fire-flies. 
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Noting with regret that Greater 
Profits has suspended publication, 
Cc. W. Browne observes that this is 
one year in which everybody should 
have been interested. 


vv F 


Advertising agencies, advertising 
companies and advertising counsel- 
ors are all operating, but B. Nuss- 
baum tells of an order received from 
a firm most appropriately named of 
all—“advertising consolers.” 
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“I do not pose as a divinely con- 
stituted authority on packages,” a 
New York expert announced. This is 
going to make it a lot easier for all 
concerned. 
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Some advertising agencies sent $2, 
without investigation, to a Toronto 
address to pay customs charges and 
postage on mythical packages of mis- 
directed engravings. This proves that 
advertising men have a _ touching 
faith in human nature, or something. 
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ADVERTISING AGE is concerned 
about all of the time wasted by high- 
priced publishers’ representatives in 
the reception-rooms of advertising 
agencies. The only complaint heard 
from the representatives has to do 
with an alleged lowering of the 
standards of pulchritude of recep- 
tion-clerks. 
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Walt Disney has arranged to put 
Mickey Mouse on the air. If he 
broadcasts his famous dancing cows, 
there’s sure to be a battle between 
Carnation Milk and Horlick’s to de- 
termine who'll sponsor the program. 
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If writing spring copy seems hard, 
just remember that the baseball sea- 
son is only a month away. 


Copy Cus. 


Lambert Confession Is Financial Success 


FORGIVEN FOR 
MISTAKE, SAYS 
GILLETTE COPY 


New Series Is Extended to 
Other Cities 


New York, Mar. 11.—Just three 
weeks after its “Frank Confession” 
that “quality had been sacrificed 
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euch universal admuabon 
Ui you have not yet wed today's Galette blades we feel 
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GILLETTE SAFETY RAZOR CO. 
BOSTON, MASSACHUSETTS 


Latest chapter in Gillette serial. 


without their knowing it,” and an 
apology for the “inferior quality” of 
its blades, the Gillette Safety Razor 
Company announced in 380-line space 
in the New York Times Tuesday that 
it was surprised and gratified with 
the public reaction. The copy said 
that letters, interviews, and sales fig- 
ures showed that the public has for- 
given it. 


While no comment on the adver- 
tisement could be obtained, advertis- 
ing men regard the brief campaign 
as another of President Lambert’s 
advertising coups and believe it will 
be repeated in many other cities. 

This prediction was _ fulfilled 
almost over-night, the “Frank Con- 
fession” copy appearing in a number 
of other newspapers. 


Cordial Reception 


“Hundreds of letters, dozens of 
personal interviews and an amazing 
volume of sales have brought us the 
pleasing assurance that our mistakes 
have been forgiven,” the advertise- 
ment said in part. “We tell you in 
all gratitude that we had never dared 
hope for such an open-minded recep- 
tion. 

“We were afraid that a statement, 
no matter how sincere, might be dis- 
believed by a great many people. You 
were more than generous in meeting 
us half way when we recently con- 
fessed that the Gillette razor blade 
announced a little more than a year 
ago was not as good as we originally 
thought. 

“By the thousands you have recog- 
nized the truth of our statement and 
tested the blades we are making to- 
day. We knew they were excellent 
blades. Our only fear was that you 
might not try them and learn for 
yourself.” 


Chicago, March 11.—That consu- 
mers, expecting to find package 
goods divided as to kind by color and 
design, often overlook the “distinc- 
tive package that stands out on the 
shelf,’ was a point stressed by ex- 
perts judging packages submitted to 
the clinic of the American Manage- 
ment Association at the Palmer 
House this week. 


Discussions were led by Irwin D. 
Wolf, secretary, Kaufmann Depart- 
ment Stores, Pittsburgh, and vice- 
president of the association; O. D. 
Reich, vice-president of the Dexter 
Folder Co.; Ben Nash, Ben Nash 
Products Development Co.; Katha- 
rine Fisher, director, Good House- 
keeping Institute, and others. 

Linit, made by the Corn Products 
Refining Co., New York, won the 
award for “the best package devel- 
oped and put on the market.” Other 
winners in the association’s competi- 
tion, which were announced at the 
meeting, are listed elsewhere in this 
issue. 

Individual Treatment 


Consumer convictions as to what 
a package should look like are most 
pronounced in soaps, cereals, coffees, 
cosmetics, tobaccos, drug sundries 
and other items in daily use, the ex- 
perts declared, as they pointed to 
public preference for red coffee cans 
as an outstanding example. 

The critics not only handed down 
decisions on nationally advertised 
packages submitted, but compliment- 
ed successful packages among those 
absent. The cocktail shaker bottle 
for College Inn tomato juice cocktail 


Linit Package Held 


Best; Clinic Finds 
Many Shortcomings 


was praised as a good design which 
induced sales by suggesting a new 
and pleasant experience. 

The second general warning sound- 
ed was that every packaging job 
should have independent treatment. 
Desire to get a family resemblance, 
justify a trade name or advertising 
theme, explain a selling point, do a 
complete selling job, capitalize on a 
forgotten tradition, and other con- 
siderations were described as causa- 
tive factors in packaging ills. 

The experts were told that a black 
and gold package and label for 
thread outsells any other color 
scheme, and that a combination of 
three words or initials connotes qual- 
ity to thread buyers. This explains 
why “O. N. T.” has been used for 
many years by the Spool Cotton Co. 
It stands for “our new thread.” 

How to package a nationally ad- 
vertised line of women’s hosiery to 
put it into consumers’ hands factory- 
fresh and to overcome the consumer 
habit of personally inspecting each 
pair for flaws by running the hand 
in the stocking from hem to toe 
proved the most troublesome prob- 
lem presented to the clinic. 

The personal inspection compli- 
cates merchandising, precludes a fac- 
tory guarantee and entails heavy 
losses from damage caused by finger 
nails, rings, bracelets, cuff buckles 
and buttons. 

The feminine section came to the 
rescue with the suggestion of an in- 
dividual, sealed package, consisting 
of a cardboard cylinder around 
which the stocking would be wound, 


(Continued on Page 10) 


Last Minute 


Astoria will be headquarters. 


on all models. 


New York, 


New York Evening Graphic. 


research for R. L. Polk & Co., died 
New York to Detroit. 


News Flashes 


A. F. A. Convention Opens in New York June 19 
New York, March 11.—The Advertising Federation of America has 
picked New York for its 28th annual convention June 19-23. The Waldorf- 


General Motors to Stage Private Shows 
Detroit, Mich., March 11.—General Motors Corporation will hold a 
national motor show week of its own April 2-9. Madison Square Garden 
will be used in New York and the Merchandise Mart in Chicago. 


Frigidaire Cuts Base Price to $130 


Dayton, O., March 11.—A new low base price of $130 was announced 
by the Frigidaire Corporation in newspaper copy placed by the Geyer 
Company this week. Reductions of more than 10:per cent were made 


Nicholson Heads Macfadden Newspapers 


March 11.—Bernarr Macfadden has appointed Ralph 
Nicholson as general manager of Macfadden Newspapers including the 


Emerson B. Knight Dies on Train 


Detroit, Mich., March 11.—Emerson B. Knight, director of consumer 


last night on a train en route from 


Screenland Magazines Change Hands 
New York, March 11.—Donald E. Curran, publisher, and John H. 
Bachem, advertising director, are the new owners of Screenland Maga- 
zines, Inc., “Screenland Magazine” and “Silver Screen.” 


A.M. BRIGGS, OF 
OUTDOOR FAME, 
DIES SUDDENLY 


Helped Develop Medium To 
Present Stature 


New York, March 10.—The genial 
and dynamic Albert M. Briggs, who 
abandoned the study of medicine to 


Albert Martin Briggs - 


devote his entire career to outdoor 
advertising, died at his home at 
Garden City March 5, after 24 hours’ 
illness of heart disease. He was 57 
years old. 

Funeral services were held March 
8 at Garden City, burial being at Mr. 
Briggs’ birthplace, Fredonia, N. Y., 
March 9. His widow and a daughter 
survive. 

Mr. Briggs was vice-president of 
Outdoor Advertising Inc., but he 
played such an important role in 
nourishing outdoor advertising that 
the story of his career is almost the 
tale of that medium. 


He entered outdoor advertising in 
1900 through the Gunning System as 
a leaseman under Frank Beaver. 
Later he became a member of the 
sales department. About 1908 he 
formed the outdoor advertising de- 
partment of the J. Walter Thompson 
Company with headquarters in Chi- 
cago. Three years later he obtained 
a solicitor’s license and formed the 
A. M. Briggs Company of Cleveland. 
Later he moved his headquarters to 
Chicago. 

This was the period of outdoor 
advertising’s greatest expansion and 
the energetic and far-seeing Briggs 
developed and throve with it. He 
secured the Liggett & Myers ac- 
count, which he held until his death. 
His persuasive powers and ability 
started many others on the outdoor 
advertising trail, the list including 
Fisk Tires, Fairy Soap, Gold Dust, 
Aunt Jemima Pancake Flour, Saxon 
Motor Car, Chalmers Motor Com- 
pany and None-Such Mince Meat. 

Under his tutelage, others in his 
organization brought into the fold 
Wrigley’s Gum, Pillsbury Flour, 
Standard Oil of Indiana, Reed’s 
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Cushion Shoe, Jello, American Ex- 
press, Post Toasties, and others. 

His talent in selling made it pos- 
sible for plant owners to establish 
hitherto unknown standards. 

In 1916, with Kerwin H. Fulton, 
Barney Link, Donald G. Ross, M. F. 
Reddington and Sidney J. Hamilton, 
he helped organize the Poster Ad- 
vertising Co. Three years later, this 
coterie bought control of the O. J. 
Gude Co. 

In 1925 General Outdoor Advertis- 
ing Company was formed by the 
Fulton group, consisting of 20 affili- 
ated companies and the Thomas Cu- 
sack Company. Mr. Briggs became 
a director and vice-president. 

With the adoption of the current 
set-up, Mr. Briggs was made vice- 
president of Outdoor Advertising 
Inc., and a director of General Out- 
door. 

His tremendous vitality made it- 
self felt in other directions. He 
served in the Spanish-American war 
as an infantry officer. Too old for 
gruelling service in the World War, 
he brought a silent, watchful army 
into being as organizer of the Amer- 
ican Protective League. He was 
decorated by France for his serv- 
ices. 

In earlier days, he helped organ- 
ize the Associated Advertising Clubs 
of the World. 

In spite of demands on his time, 
he was not unmindful of the less for- 
tunate. He extended aid to young- 
sters through St. Giles Hospital for 
Crippled Children, of which he was 
a trustee. 


Coca-Cola Earnings 
Set New High Mark 


Deereased material costs and heav- 
ier advertising were in part re- 
sponsible for the record-breaking 
earnings of the Coca-Cola Company, 
Atlanta, in 1931. Net amounted to 
$14,023,622 after all charges, com- 
pared with $13,515,535 in 1930. 

Sales in 1931 were only $40,255,512, 
against $41,284,510 in 1930, while the 
bulk fell from 27,798,730 gallons in 
1930 to 26,679,998 in 1931. 

President Woodruff said all op- 
erating expenses were cut except ad- 
vertising, which was appreciably in- 
creased. 


Eugene to Broadcast 


Eugene Ltd. will go on the air 
March 13 and three succeeding Sun- 
days over the Columbia Broadcasting 
System. Later broadcasts will be 
Tuesday and Friday evenings. Tran- 
scriptions will be used on 25 supple- 
méntary stations. Production will 
be by the Adams Broadcasting Serv- 
ice, acting for Lawrence C. Gum- 
binner Agency. 


“Farm Journal” Shows 
Poor Richard Club 


The Farm Journal, Philadelphia, 
is occupying the exhibition room of 
the Poor Richard Club with a dis- 
play showing advancement in farm 
inethods and living standards. 

Its display is one of a series re- 
cently started by the club. 


Caplan’s New Work 


M. S. Caplan has joined Anderson 
Inc., Detroit agency. 


SELECT PRIZE 
PACKAGES FROM 
TWELVE CLASSES 


Chicago, March 10.—‘Linit, a 
preparation for the bath,” manufac- 
tured by the Corn Products Refining 
Co., New York, was awarded the Ir- 
win D. Wolf trophy in the package 
competition sponsored by the Amer- 
ican Management Association at the 
association’s banquet here last night. 

Packages were judged by appear- 
ance, utility and salability, in the 
order named. The Linit package 
was favored because of the visibility 
of the name, which is readable when 
the package is turned to one side, 
clearness, freshness and simplicity 
of design, and color appropriate to 
the bathroom, its intended location. 

It has a background of green, with 
a black and yellow edge. The dia- 
mond design in the center is yellow 
and black, and the name is in plain, 
legible, black type. 

Outstanding entries will be exhib- 
ited at the Art Center, New York, 
until March 19 and at the Rhode 
Island School of Design, Providence, 
April 1-25. They will then be sent 
on a road tour of principal cities by 
arrangement with the Art in Indus- 
try Alliance. 


Other Awards 


Awards in various classes were 
as follows: 


Open display folding box: Cou- 
ettes. Product of Johnson & John- 
son; entered by the Ferry-Hanly Ad- 
vertising Co. 

Corrugated box shipping  con- 
tainer: Tree Silk Toilet Paper. 
Product of Victoria Paper Mills; en- 
tered by the Robert Gair Co. 

Metal can: Salmon can of the 
Nakat Packing Corp. Entered by 
the Quaker Maid Co.; designed by 
Egmont Arens. 

Corrugated box for factory pre- 
packing: R. H. Macy & Co. 

Family of paper box packages: 
Jack Frost sugar cartons; entered 
by National Sugar Refining Co. 

Wooden box: Re-usable banana 
box; entered by General Box Co. 

Multiple open display container: 
Cabinet for bias trim and sewing 
threads; entered by Spool Cotton Co. 

Glass container: Gemey Brillian- 
tine. Entered by Richard Hudnut, 
Ine.; designed by C. Leonard Pfeiffer. 

Individual visible display pack- 
age: Blu-Bak dust pad. Entered by 
William D. Whitaker; designed by 
W. Theodore Whitaker. 


Family of glass containers: Blue 
Label Ketchup and Tomato Juice 


Cocktail. Entered by Owens-Illinois 
Glass Co. 
Set-up box: Eaton Paper Co. 


The jury of award comprised Alon 
Bement, director of the Art Center, 
New York, Richard F. Bach, director 


Let Outdoor 


deposits. 


Milwaukee 


MILWAUKEE'S 
buying power is liquid 


win this rich, fertile market! 
all-important facts: NO bank failures .. . 
LITTLE unemployment . . . NO tied-up bank 
100% of Milwaukeeans' money is 
waiting to be spent for the commodities and 
services of the aggressive advertiser. Reach 
this outstanding “city of cities MOST ef- 
fectively . . . MOST economically . . through 
the Outdoor Poster Advertising medium. 


Let us supply our Outdoor Advertising Survey 
on the 1932 Milwaukee market. No obligation! 


CREAM CITY OUTDOOR ADV. CO. 


Poster Advertising help you 


Observe these 


Wisconsin 


RULED BEST PACKAGE OF YEAR 


of industrial relations, Metropolitan 
Museum of Art; Dr. Paul H. Ny- 
strom, professor ‘of marketing, Co- 
lumbia University; Prof. Charles R. 
Richards, Museum of Science and In- 
dustry of New York; and Dr. John 
A. Stevenson, Penn Mutual Life In- 
surance Co., New York. 


Chicago War 


on Depression 
Starts Tuesday 


Chicago, March 11.—The war on 
depression starts in the Chicago sec- 
tor March 15, as the result of last 
week’s appearance of Lee H. Bristol, 
president of the Association of Na- 
tional Advertisers, and Carl H. Byoir, 
of United Action for Employment. 

The anti-hoarding newspaper copy 
sent out by the Citizens Reconstruc- 
tion Corporation will be out of the 
way by March 15, Col. Frank Knox, 
publisher of the Chicago Daily News, 
having requested that copy be used 
before that date. 

Basil T. Church, of the Capper Pub- 
lications, chairman of the Chicago 
Advertising Council, designated Lord 
& Thomas and Logan to write a news- 
paper campaign for the employment 
drive. 

Mr. Church appointed other divi- 
sion chairmen as follows: 

Newspaper publicity, Frederick J. 
Ashley, Chicago Association of Com- 
merce; radio, Chic Showerman, Na- 
tional Broadcasting Co., and Leonard 
Erickson, Columbia Broadcasting Sys- 
tem; outdoor, Burr L. Robbins, Gen- 
eral Outdoor Advertising Co.; car 
ecard, M. B. Rowland, Chicago Ele- 


vated Advertising Co.; motion pic- 
ture, W. K. Hollander, Balaban & 
Katz. 


Joseph M. Kraus, A. Stein & Co., 
will act as liaison with A. N. A. head- 
quarters. 


New York Printers 
Take Temporary Cut 


Starting this week and continuing 
for three months, New York book 
and job pressmen and assistants will 
work a maximum of four eight-hour 
days each week at 7 per cent below 
the basic wage in order to distribute 
work among unemployed. 

Four other unions in the book and 
job trade have failed to act. 


Kilroe Resigns 
Thomas F. Kilroe, for some years 
located in New York as vice-presi- 
dent of the Gillette Publishing Co., 


Chicago, is leaving the company 
March 15. He has not announced 
his plans. 


Agency Gets Campbell 


Bruce Campbell has resigned as 
advertising manager of the Toronto 
Evening Telegram, joining A. Mc- 
Kim Ltd., Toronto, agency. 


Eadie Arrested 


In Toronto on 
Postal Charge 


Toronto, Canada, March 11.—Wil- 
fred C. Eadie, who claims to be an 
unemployed advertising man, was ar- 
rested here on charges of using the 
mails to defraud. 

It is alleged that Eadie sent letters 
carrying the name of G. M. Green- 
shields Company, importing jobbers, 
to United States advertising agen- 
cies, asking for $2 in each case to 
cover the cost of forwarding “mis- 
directed packages” of halftones. 

Eadie, who is 27 years old, was re- 
leased on $10,000 bail. There is no 
such firm as the G. M. Greenshields 
Company. 


Association Seeks 
Better Painted City 


The Master Painters’ and Decora- 
tors’ Association of Cincinnati has 
started a vigorous campaign for a 
better painted city. A parade was 
the initial step, each truck bearing 
the legend, “A Better Painted Cin- 
cinnati.” 

Outdoor bulletins carry an adver- 
tisement and names of members, 
while a series of lectures before civic 
groups is another link in the chain. 


Church Expands 
Allen W. Church, advertising agent 
ot Grand Rapids, Mich., has left 
offices in the Grand Rapids Trust 
Building in favor of larger quarters 
in the Grand Rapids Savings Bank 
Building. 


Whidden Injured 


Albert S. Whidden, advertising 
manager of The Outlook, New York, 
was severely injured last week in a 
fall at the Larchmont (N. Y.) rail- 
road station. He was removed to 
New Rochelle hospital. 


Vancouver Agents Merge 
Western Advertising Service has 
been formed in Vancouver, B. C., by 
a merger of Boardman-Shaw, Ltd., 
and Shores Printers. C. B. Board- 
man and J. C. Shaw are principals. 


Wagner Joins Hearn 
Theodore N. P. Wagner, formerly 
with Conde Nast and more recently 
British sales manager of Vendex, 
Inc., has joined Alfred S. Hearn, Inc., 

New York, as account executive. 


School Appoints Self 


Radio & Television Institute, Inc., 
Chicago, home-study training in 
radio, electronics and television, has 
appointed Edwin B. Self, Inc., Chi- 
cago agency. 


Opens St. Louis Studio 

Lillian Thoele, who has been with 
Purina Mills, St. Louis, for several 
years, has opened her own studio. 


ROBUST ART, 
FRESH MEDIUM 
FOR A&C CIGAR 


(Picture on Page 12) 


New York, March 11.— The back 
windows of cigar store show cases, 
which have served heretofore only 
to collect germs will be utilized in a 
new campaign for Antonio y Cleo- 
patra, ten-cent product of the Ameri- 
can Cigar Company. 

The Ferry-Hanly Advertising Com- 
pany has prepared a series of 26 
posters which do full justice to the 
records established by Cleopatra, the 
possibilities of the new medium and 
the fragrance of the cigar. 

The posters, drawn by Herbert 
Roese, New York free lance, portray 
some of the adventures of Anthony 
and Cleopatra. The latter is shown 
not only as the siren of the Nile, 
but as an ardent admirer of the cigar 
sponsored by George Washington 
Hill. 

The company’s salesmen will re- 
place the old posters with a new 
one every two weeks. The posters 
are numbered serially to sustain in- 
terest, although each tells a com- 
plete story. 


Tests Are Encouraging 


Tests in a small way have given 
convincing evidence that the Ameri- 
can male feels somewhat lost in the 
presence of the new and higher art, 
and that in reality he is yearning for 
the good old days when women had 
hips. 

Men like the new Cleopatra series. 
Many have asked where the next in- 
stalment could be obtained without 
an annoying fortnight’s intermission. 
While no concession has been made 
on this score, the company has 
ordered 5,000 copies, in addition to 
the original 10,000 run. 

The artist has pictured Cleopatra 
with a 1904 figure, but her conversa- 
tion is strictly modern. In one scene, 
she remarks gladly: “So your second 
greatest weakness is A & C cigars? 
Thanks for that, Big Boy.” 

The American Cigar Company has 
several other brands named after 
historical figures. If the new style 
is successful, it is possible it will be 
employed for other brands, though 
none offers such rollicking possibili- 
ties as Antonio y Cleopatra. 


Radio to J. W. T. 


Richman Bros. Co., men’s clothing, 
Cleveland, has appointed the J. 
Walter Thompson Co., New York, to 
handle its semi-weekly broadcast 
over the Columbia network. 


Receiver for “Times” 


A temporary receiver has been ap- 
pointed for the New Haven Times, 
an application for a permanent re- 
ceiver to be heard April 5. 


LITHOGRAPHERS 


Specializing 
in WindOWand 


store display 
adverfising 


EINSON 
FREEMAN 
CO., INC. 


NEW YORK, N. Y. 
Starr & Borden Aves. 
Long Island City 


BOSTON, MASS. 


302 Park Square Bldg. 
CHICAGO, ILL. 


Wrigley Building 
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March 12, 1932 


ADVERTISING AGE 


DEFINITION 10 
HELPEVERYBODY, 
AVERS THOMAS 


Los Angeles, Cal., March 10.—The 
contest sponsored by ADVERTISING 
Ace to develop an official definition 
of advertising should prove helpful 
to the entire field of advertising and 
business, in the opinion of Don 
Thomas, executive secretary of the 
All-Year Club of Southern Califor- 
nia, chairman of the committee in 
charge. 

“If advertising people themselves 
cannot satisfactorily define advertis- 
ing,” commented Mr. Thomas, “how 
can we expect the general public to 
know what it is? 

“A time like this, when business 
is trying desperately to put its foot 
on the first rung of the ladder for 
the upward climb, is the best pos- 
sible to analyze and discuss adver- 
tising. 

“By so doing we are giving con- 
structive publicity to advertising, 
and through a review of what it has 
accomplished are unconsciously sug- 
gesting that it is the logical engine 
to attach to our train of stalled 
freight cars in order to pull it over 
the grade of public buying apathy. 

“As a supplement to the splendid 
work being done by organized adver- 
tising along different phases of this 
same problem, a healthy interest 
among all creators, buyers and sell- 
ers of advertising cannot help but be 
productive of good at this time.” 


Definitions Offered 


Here are some recent entries in 
the contest: 

George S. Shafer, advertising de- 
partment, American Sales Book Co., 
Elmira, N. Y.: “Advertising is the 
art of telling, compelling, selling.” 

L. George Thompson, Touring Top- 
ics, Los Angeles: “Advertising is 
telling others by oral methods, print- 
ing, pictures or signs what you have 
for sale or exchange, or for giving 
public notice.” 

W. Lane Schulze, Chicago: “Adver- 
tising is the profitable promotion of 
the use of any product or service by 
public notice.” 

Joseph B. Milgram, New York: 
“Advertising is the process of giving 
prominence to—by means of publica- 
tion, printing, the spoken word, or 
sign display.” 

W. N. Mackey, Cincinnati: “Adver- 
tising is the method of establishing 
a market for a product or service.” 

R. G. Howse, Western manager 
The Literary Digest, Chicago: “Ad- 
vertising is the gaining and main- 
taining of the acceptance and sale of 
a product, service or idea by the pub- 
lic.” 

B. A. Pincus, Western manager, 
Thomas F. Clark Co.: “Advertising 
is the process of directing attention 
of people to—by means of oral, writ- 
ten or printed announcement.” 

Howard O. Peterson, St. Paul: 
“Advertising is the written, printed, 
spoken or illustrated form of argu- 
ment, suggestion, or description pub- 
licly employed to motivate the pur- 
chase of a product or service.” 

ADVERTISING AGE will present a tro- 
phy to the winner selected by Mr. 
Thomas’ committee of presidents of 
national advertising organizations. 
The contest closes March 31. Entries 
should be sent to Mr. Thomas at 1151 
S. Broadway, Los Angeles, Cal. 


Plan Mass Meeting 


for Reciprocal Tariff 


The World Trade League of the 
United States, New York, will hold a 
banquet-mass meeting at the Hotel 
Astor March 21 to initiate a cam- 
paign for trade promotion through 
reciprocal tariff agreements with 
other countries. 

The League is forming regional 
committees throughout the country. 


Leo Aarons Adds Two 


Robert Mack, formerly of the J. 
Walter Thompson Co., and Sarah 
Parsons, artist, have joined the Leo 


Stevenson Returns 


to “Junior Home” 


John H. Stevenson has returned to 
Junior Home Magazine, Chicago, as 
Eastern advertising manager at New 
York. 

He held this position until three 
years ago. He has since served the 
Big Four Group and the Capper Pub- 
lications. 


Appoint McLain 
Baldwin-Southwark Corp., Eddy- 
stone, Pa., has appointed McLain 


Organization, Philadelphia, as adver- 
tising counselor. 


Chenery Is Director 


William Chenery, editor of Col- 
lier’s, has been elected a director of 
the Crowell Publishing Co. 


Bacon Buys 
Business of 


Kentish-Rankin 


Chicago, March 11.—The business 
of I. L. Kentish-Rankin, who died 
Feb. 24 after a brief illness, has been 
bought by R. H. Bacon, former adver- 
tising manager of Fairbanks, Morse 
& Co., Chicago. 


Deal Includes Offices 


Mr. Bacon, who recently estab- 
lished a public relations organization 
at 201 N. Wells St., has consolidated 
his business in the offices formerly 
occupied by Mr. Kentish-Rankin at 


400 N. Michigan avenue. 
is R. H. Bacon & Co. 

Associated with him will be H. P. 
Owen, former chief engineer for 
Gould’s Reports, and E. EB. Deuss. 

Mr. Kentish-Rankin operated a one- 
man organization for eight years, 
most of his work consisting of pre- 
paring bulletins and other direct 
mail. He was 43 years old. 


The style 


Cut Cigarette Prices 
New York chains have cut prices 
of popular cigarettes from 27 to 25 
cents for two packages, and of single 
packages from 14 to 13 cents. 


Paper Changes Name 


St. Louis Market News has become 
Retailers Market News. 


Young Advertising 
Men Organize Club 


The Association of Advertising 
Neophytes has been formed in New 
York, with Alvyn G. Schmale as 
president. 

Young men employed in agencies 
are welcome at meetings, held the 
first and third Wednesday evenings 
of the month at 295 Madison Avenue, 


Elect Miss Joyce 
Advertisers’ Mailing Service, New 
York, has appointed Elizabeth Joyce, 
Boston letter shop operator, vice- 
president. 


Schmidt with Graphic 


Alwin E. Schmidt, advertising 
artist, has joined Graphic Studios, 
St. Louis. 


Member: 
National Shelter 
Group; A.B.C.; 

A.B.P. 


105 W. Adams St., 


Aarons Studio, New York. . 


ia THESE TIMES, when advertisers demand (and rightly 

so) that every dollar spent must produce definite, traceable 
returns, advertising agencies in particular must scrutinize every 
schedule, make sure that each publication considered can be 
depended upon to produce. And when every advertising mes- 


Advertising Agencies 
In Particular... 


sage must “bring home the bacon,” it is not strange that 
AMERICAN BUILDER AND BUILDING AGE, with its enviable 
record for producing immediate results month after month, 
is a first choice; this is why more than 85% of the adver- 
tising in AMERICAN BUILDER AND BUILDING AGE comes 


through advertising agencies. 


The April, 1932, AMERICAN BUILDER AND BUILDING AGE 
will be known as the 1932 Building Directory. It will list, 
in special Classified Buyers’ Guide Sections, the names and 
addresses of manufacturers who are advertisers, as well as the 
Trade Names of their products, and a bibliography of sales 
literature available for readers. The editorial theme of the 
April issue will be The Modern Home—1932 Model. 


Now is the time to drive home the message that will 


clinch 1932 sales. 


AMERICAN BUILDER AND BUILDING AGE 


A Simmons-Boardman Publication 


Chicago 


fessionals in APRIL—key 


30 Church St., New York 


“The ONLY publication which can present your important advertising message to a majority 
of the active builders, dealers, residential architects, operators, and associated building pro- 


month of spring building.” 


215 Market St., San Francisco 
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Something to 


Reading the bad news contained 
in many of the reports of the coun- 
try’s largest manufacturers, covering 
operations for 1931, should impress 
advertising men, as well as others, 
twith one significant fact: there is 
a big difference between sales and 
profits. Not a few companies with 
sales of more than $100,000,000 failed 
to earn a single dollar of net. 

This is not always an evidence of 
poor management or unintelligent 
merchandising. Shrinking commod- 
ity prices created huge inventory 
losses for companies in many lines, 
making it impossible to show a 
profit on operations. On the other 
hand, some startling differences in 
final results were shown by compa- 
nies in the same field, indicating a 
sharp difference in methods capable 
of producing such varying results. 

A striking example of large-scale 
sales and merchandising operations 
‘without financial rewards to stock- 
holders was presented by the tire 
industry. This is one of the most 
important groups of advertisers in 
America, and there is no denying 
that some of the best advertising 
published, judged by all of the usual 
standards, is signed by tire manu- 
facturers. Yet the industry, as a 
whole, made an exceedingly poor 
showing when it came to net profits. 

While declines in inventory values, 
due to the slump in crude rubber 
prices, accounted for some losses, 
price-cutting, which is another name 
for unintelligent competition, was 
responsible for even more. Yet in 
this difficult situation the Firestone 
Tire & Rubber Company stepped out 
and amazed the trade and business 
generally by piling up a net profit 
of more than $6,000,000, making one 
of the best statements it has ever 
been able to publish. What happened 
to Firestone? 

For one thing, its advertising was 
in marked contrast with that of its 
rivals. It was sharply competitive, 
quoting prices, comparing values, 
and insisting on the show-down be- 


The quality which successful na- 
tional advertisers are injecting into 
their 1932 campaigns is notably that 
of human interest. 

_ Copy which is registering best at 
present is based on the fundamental 
concern of human beings with them- 
selves and each other. It is by and 
about people. Human interests and 
emotions are the subject matter— 
the smiles and tears of human be- 
ings are the major theme. Human- 
ity is in the center of the stage, and 
the product is shown in intimate re- 


Think About 


tween the quality it offered and that 
presented by its rivals, especially 
the mail-order and chain-store estab- 
lishments, which presumably were 
supplied by the no-profit operators 
in the tire field. 


Firestone advertising was under 
fire by the National Better Business 
Bureau and others during the most 
of the year, and was criticised as 
too competitive and as violating 
many of the cardinal principles of 
correct advertising. Yet it seemed 
to sell tires, at a profit, when the 
other companies’ advertising was 
selling tires at a loss. 

Firestone also went ahead in its 
merchandising operations along lines 
which it laid down a number of 
years ago, building closer relation- 
ships with dealers, establishing part- 
nership arrangements with many, 
and assisting in the development of 
one-stop service stations to attract 
a volume of profitable business to 
Firestone dealers handling not only 
tires, but gasoline, oil, batteries and 
other automotive supplies and ser- 
vices. The dealers who participated 
in the profitable Firestone operations 
must have felt at the end of the year 
that they were working along the 
right lines. 

Financial success does not neces- 
sarily mean that advertising policies 
are right, but it suggests that they 
are. Failure to net a profit, espec- 
ially where fixed charges may be un- 
duly great, is not necessarily a con- 
demnation of the advertising pro- 
gram, but it suggests a careful 
analysis of that factor. And no ad- 
vertising analysis can disregard the 
basic merchandising plan of which 
advertising is simply the expression 
and outward evidence. 

ADVERTISING AGE does not sponsor 
the Firestone advertising and mer- 
chandising policies, nor recommend 
them to others—but they certainly 
give tire advertisers and manufac- 
turers in other lines a lot to think 
about. 


| Human Interest Is the Thing 


lationship with thoughts and ideas 
closely tied up with human emotions. 

Advertising seems to be buckling 
down to the task of making every 
message touch human affairs and 
activities, human desires and needs. 
Human interest in the copy is the 
obvious answer to the demand that 
advertising get down to basic ap- 
peals. 

This year’s advertising is peopled 
with real men and women and chil- 
dren, and it is good advertising be- 
cause it is getting back to funda- 
mentals. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertiser or advertising 
agency from the publishers sponsor- 
ing them, or through ADVERTISING 
AGE: 


362. The Small Town Opportunity 
1932-35. 


Woman’s World asked Dr. Edmund 
de S. Brunner, director of field sur- 
vey, Institute of Social and Religious 
Research, to interpret the 1930 cen- 
sus of distribution, in the interests 
of a better*understanding of the part 
small towns play in American busi- 


ness. This scholarly presentation is 

the result. 

363. A Fact-Picture of the Food 
Fields. 


This is a revised issue, bringing 
the McGraw-Hill Publishing Com- 
pany’s picture of the food fields up- 
to-date. The conclusion, supported by 
figures, is the same as that of earlier 
editions—that the food industries 
suffer least in times of.depression 
and hence are able to finance any 
purchases needed. 

364. Trade Survey of Chattanooga 

Trade Territory. 


This elaborate booklet will be of 
interest to advertisers from several 
angles. It is being distributed by 
the Chattanooga News, among others, 
suggesting that some newspapers feel 
that trade surveys are best made by 
outside organizations—in this case, 
the Chattanooga Chamber of Com- 
merce. While Government sources 
were used in part, the survey gives 
a wealth of statistics not available 
elsewhere. 


865. Indianapolis and Coffee. 


This is another of the interesting 
studies of the Indianapolis News, 
coffee distribution being the subject. 
Maxwell House coffee leads the city 
as a whole with 61.9 per cent dis- 
tribution. Though Maxwell House 
also leads in sales, getting 38.3 per 
cent of the total volume, other 
brands have made some inroads on 
its business since 1928, when it ac- 
counted for 48 per cent of the total. 


21. The Hospital Field. 


Business depression? Here’s one 
group which hasn’t heard of it. 
Hospitals are running at capacity. 
Hospital Management’s booklet tells 
all about it. 


301. Measuring Farm Coverage. 


This is one of a series of promo 
tion pieces issued by The Farm 
Journal. It urges R. F. D. as the 
basis for selecting farm mediums on 
the ground that when advertisers 
use farm papers it is because their 
products are purchased exclusively 
or largely by farmers, or because 
they already have heavier coverage 
of city than of country families and 
desire to balance their advertising. 


344. Making Snoopee in the Small 
Towns with George D. Mit- 
chell. 


This is a reprint, in thumb-nail 
style, of a recent address by the 
managing editor of The Pathfinder, 
before the magazine group of the 
Advertising Club of New York, with 
comments by some of those present. 
Mr. Mitchell was kidding part of the 
time, but there was enough dyna- 
mite and horse sense in his address 
to make it interesting and valuable 
hearing and reading. He does take 
up some cudgels in behalf of the 
small-town market, but his statis- 
tics, if any, are far from wearisome. 
Better send for a copy. 


263. The Farm Market. 


In a series of cartograms, The 
Farm Journal, Philadelphia, gives 
some of the high spots of the farm 
market, including income by states 
in 1930, value of farm implements 
and machinery by states, and value 
of farm buildings. 


ANOTHER “SOCIAL PRESSURE AREA" 


"Confound it—a button off my spats.” 


—Life 


Voice of the Advertiser 


“Time’s” Brilliant 
Editor Is H. R. Luce 

To the Editor: In your March 5 
issue there was an error which 
should be corrected. 

On page 3, with the story of Time 
and radio broadcasting, is a picture 
of the editor of Time. This, of 
course, should have read Henry R. 
Luce. 

STEPHEN R. Hoye, 

Manager Chicago Office, Time, Inc. 
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Vice-President But 


Not Chicago Manager 
To the Editor: That was a very 
good picture of the male section of 
the Rankin family in your last issue. 
However, there was an error in 
the caption. Herman A. Groth and 
not the writer, is vice-president in 
charge of our Chicago office. 


Rospert H. RANKIN, 
Vice-Pres., Wm. H. Rankin Co., 
Chicago. 
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Topics Won’t Move 
Until First of April 


To the Editor: Your March 5 is- 
sue reported that the Topics Publish- 
ing Company has moved to the Mc- 
Graw-Hill Building. 

I hope this does not prove embar- 
rassing as we will not actually be 
moving to 330 West 42nd Street un- 
til about April 1. 


JOHNSON ROGERs, 


Vice-Pres., Topics Pub. Co., 
New York. 


>, F..% 


House Organ Adopts 


Expansion Policy 
To the Editor: We are enclosing 
a copy of the current issue of our 
house-organ, “The Pabco World.” 
Formerly, this organ was pub- 
lished in 6 in. x 9 in. magazine form 
and was distributed to employees 
and stockholders only. 
With the change in editorial pol- 


icy and form, our circulation has 
been increased to 45,000 and will in- 
clude Pabco dealers, distributors and 
agents throughout the United States, 
also in China, Japan, the East In- 
dies, India, South Africa, Australia, 
New Zealand, South America and 
other countries. 


This paper is devoted entirely to 
the interests of our own company 
and its outlets and is not supported 
by outside advertising, hence we 
hope you will consider it a venture 
sufficiently notable under present 
conditions to merit mention. 


A. B. MUELLER, 


Adv. Mgr., The Paraffine Companies, 
San Francisco. 
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Reflecting Spirit of 
A. B. C. Resolution 


To the Editor: Permit me to ex- 
press my appreciation of the fine 
spirit of your leading editorial in the 
Feb. 27 issue. Its writer caught ex- 
actly the feeling of the Bureau’s 
resolution and I am sure your inter- 
pretation of its aims will be helpful 
alike to publishers and buyers of 
circulation. 

P. L. THomson, 


Pres. Audit Bureau of Circulations. 
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New Jersey Outdoor 


Measure Still Lives 


To the Editor: Your Feb. 27 issue 
reported “Outdoor Bill Dies.” 

Assembly bills 94, 95 and 96, in- 
troduced in the New Jersey Legisla- 
ture by Assemblyman Rafferty have 
been reported out of committee and 
passed on second reading by the As- 
sembly. 

Members of this association are 
hopeful it will pass the House of As- 
sembly shortly. 

Louis St. JoHN. 


Secty., Associated Outdoor Advertis- 
ers of New Jersey, Atlantic City. 
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“I’m choosing the Morton Salt magazines 


on arithmetic this year,” 


Writes C. L. OSTROM, Advertising Manager 
Morton Salt Company 


. . » Continues Mr. Ostrom: “‘Not that we used guesswork, previously, but never before 
have so many new facts and figures been made available to us. 

‘And, not that we consider such material as the Gallup surveys* as the only and 
infallible reason for buying Liberty. 

“But the Gallup figures (1) broadly verify our earlier conception of Liberty as a 
magazine paced for the post-War public, (2) agree interestingly for the six issues and 
the six cities studied, (3) have not been contradicted by any subsequent facts or figures 
during the six months since they were originally published. 

“The pressure of competition in times like these makes everyone take stock of his 
activities. Sober thought develops new ideas, confirms old ones, reestablishes plans on 
the cold, concrete basis of greatest profits per ounce of energy and cash expended. 

“Such results may make the well known Depression a not unmixed blessing. Here 
at Morton Salt, we feel that our 1932 advertising plans are on the soundest, most prac- 
tical basis in our history. We look forward to 1932 as a year of profit for ourselves and 


those associated with us.” 


Y Y Y 


% The Gallup studies were made by Dr. George 
Gallup, Professor of Journalism and Advertising 
at Northwestern University, and his staff in 6 
typical American cities. (In 3 of the cities official 
observers of the Association of National Advertisers 
were present.) 


And that the average advertising page in Liberty 
had been seen by: 


32% more men than in Weekly A 
15% more men than in Weekly B 
85% more men than in Weekly C 


73% more women than in Weekly A 
33% more women than in Weekly B 
154% more women than in Weekly C 


Nearly 4,000 men and women readers of the 4 
mass weekly magazines were conducted through 
their current issues page by page, checking every 
item that had been seen or read. This was repeated This extra “woman” interest in Liberty was par- 


for 6 consecutive issues. ticularly interesting to Morton Salt, for it proved 


Making available the first arithmetical check of 
true reader interest, Dr. Gallup showed that the 
average editorial feature in Liberty had been read 
- 17% more readers than in Weekly A 

6% more readers than in Weekly B 
41% more readers than in Weekly C 


Liberty 


that Liberty’s modern editorial tempo, pointed to 
women as well as to men, had made Liberty, among 
all the weeklies, a real “‘woman’s magazine’. 

No wonder Liberty’s list of new advertisers for 
1932 is being swelled especially by advertisers who 
want to reach women as well as men. Before your 
own 1932 money is spent, send for a copy of the 
Gallup Report and study 
it thoroughly. Address 
Liberty, 420 Lexington 
Avenue, New York City. 


Rein mars the yunning ef the English Derby, the world-famous 


turf event which attracts a million racing enthusiasts each year. 


When it rains 
if pours 


Are you tired of struggling with 
salts that refuse to pour in damp 
weather? Then why not join the 
millions of happy women who 
use Morton’s Iodized Salt? Made 
with cube-shaped crystals, which 
tumble off one another instead 
of sticking together like the flake 
erystals of inferior salts, this un- 
usual salt pours every bit as freely 
on rainy days as it does on dry! 


Morton’s lodized Salt also pro- 
tects against simple goiter... a 
common cause of loss of appetite, 
lack of vigor and backwardness 
in studies among children of 
school age. 10c a month is all it 
costs a family of average size to 
use this famous salt which never 
cakes or hardens! So why be con- 
tent with unknown brands that 
clog saltcellars in wet weather? 


, MORTON'S 
SALT 


PLAIN OR 1H00I1zEo 


10° 


One of the 1932 Morton Salt Advertisemens. 


Y OTHER NEW BUSINESS’ yY 


Bristot-Myers Co., Ingram’s Milkweed Cream 
CauirorniA Packinc Corp., Del Monte Food Products 
Frep G. Ciark Co., Hyvis Motor Oil 
CoLGATE-PALMOLIVE-PEET Co., Colgate Shaving Cream 
Durium Propucts Corp., Hit-of-the-Week Records 
GENERAL ELeEctTrIC Co., Hotpoint Electric Range 
GENERAL E.ectric Co., Hotpoint Table Appliances 
GenERAL Etectric Co,, Refrigerator 


GENERAL Foops Corp., Maxwell House Coffee 
GENERAL Foops Corp., Post’s Bran Flakes 
GENERAL Foops Corp., Postum 

H. J. Heinz Co., Spaghetti 

Joxunson & Jounson, Modess 

KRoOEHLER Mee. Co., Furniture 

Lavoris CHEMICAL Co. ' 

Lenn & Fink, Hind’s Greaseless Texture Cream 
Leun & Fink, Lysol 

MayBELLINE Co. 

Puoenrx Mutuat Lire Insurance Co. 
Roya TYPEWRITER Co. 

Spoot Cotton Co. os 

U. S. Tosacco Co., Dill’s Best Tobacco 
Vick Cuemicay Co., Vick’s Vapo-Rub 


...AAmerica’s BEsT READ Weekly 
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March 12, 1932 


U. S. SUPPLIERS 
MAY GIVE FACTS 
~ IN ADVERTISING 


Exception r Product Bought 
for District 


Washington, D. C., March 11.— 
Manufacturers who sell supplies to 
the Government for use anywhere ex- 
cept the District of Columbia may 
state the facts in their advertising. 
They may not state the facts where 
the supplies are bought for use in 
the District of Columbia. 

This summarizes an investigation 
made by ADVERTISING AGE at the re- 
quest of an advertising agency which 
wished to know whether or not it 
could advertise that the product of a 
client is used at Boulder Dam. 

The War Department, buying $100,- 
000,000 worth of supplies in 1931, has 
no objection to successful suppliers 
stating the facts. The same is true 
of the Navy Department, whose pur- 
chases in 1931 aggregated $50,000,- 
000, exclusive of supplies bought 
locally by navy yards and other field 
purchasing offices. 

“Specifications and Proposals for 
Supplies,” which must be used by all 
bidders seeking to sell the General 
Supply Committee for use in Wash- 
ington, D. C., bars advertising in 
Paragraph 16: 

“Successful bidders shall not use 
awards as a basis for advertising.” 


Effect of Clause 


This provision, it was stated at 
the office of the General Supply Com- 
mittee, is considered sufficiently em- 
bracing to prohibit a successful bid- 
der from thereafter advertising that 
the Government uses his product. 

The prohibition would also extend, 
it was said, to a case where a product 
is bought by a private contractor 
for use on a Government project. 
The Committee’s 1931 purchases ap- 
proximated $13,000,000. 

While no specific penalty is pro- 
vided for violation of this clause, the 
impression was gained that such an 
infraction would affect future pur- 
chases. 

The attitude of the Bureau of Sup- 
plies and Accounts, Navy Depart- 
ment, was outlined as follows by 
Smith Hempstone, by direction of 
the Paymaster General: 

“The Navy does not object to the 
advertisement of any of its contracts 
by a statement of the facts in a man- 
ner which may be understood by the 
public. It is, of course, necessary to 
object to any statements which may 
mislead the public to believe that the 
contract was awarded as a matter of 
preference where the award, in fact, 
is made on the lowest competitive 
bid. 

“The same conditions would apply 
to a product bought by a private con- 


‘Beautiful America’ 
Winners Announced 


Better Homes and Gardens, pub- 
lished by the Meredith Publishing 
Co., Des Moines, Ia., is announcing 
in its April issue the results of its 
two-year “More Beautiful America” 
contest, which ran from March 15, 
1930 to Oct. 1, 1931. 

First prize of $1,000 went to the 
Topeka Horticultural Society, To- 
peka, Kan.; second prize, $500, to 
the Greenville (S. Car.) Garden 
Club; third prize of $400 to the Iris 
Garden Club, Atlanta. Additional 
prizes of $600 were announced by 
Elmer T. Peterson, editor. 


Promotion for Eddins 

D. S. Eddins, vice-president and 
general manager of the Olds Motor 
Works, Lansing, Mich. has _ been 
elected president of that division of 
General Motors Corp. 


Flanagan Leaves “Times” 
After 45 years with the New York 


Times, Charles Flanagan has _ re- 
signed as circulation manager. 


DESIGNS STAMP 


C. R. Zimmer 


tractor for use by such contractor on 
a Government project. 

“The materials purchased by the 
Bureau of Supplies and Accounts 
during the fiscal year 1931 amounted 
to about $50,000,000. This does not 
include purchases made locally by 
the navy yards and other field pur- 
chasing offices. 

“No figures are available to show 
the value of materials purchased by 
these field purchasing offices. 


Buy for District 


“The General Supply Committee 
was created by law as a contracting 
agency in the purchase of supplies 
for the executive departments and 
independent establishments in Wash- 
ington, D. C. This does not include 
materials and supplies used by field 
agencies of the Navy Department. 
The supplies for the Naval Service 
are purchased under other laws gov- 
erning the operation of the Navy.” 

Somewhat similar is the policy of 
the War Department. This was out- 
lined as follows by J. K. Crain, Lieu- 
tenant Colonel, Ordnance Depart- 
ment, Director of Current Procure- 
ment: 

“There is no authority by which 
dealers or manufacturers can be pre- 
vented from stating in advertise- 
ments that their product is used, or 
has been purchased, by the War De- 
partment, nor is there any disposi- 
tion on the part of the War Depart- 
ment to attempt to prevent such 
practice. 

“It is the policy of the War De- 
partment, however, not to furnish 
such dealers or manufacturers com- 
ments, testimonials, or results of 
tests of their product for use in ad- 
vertising. 

“The total expenditures of the War 
Department for purchase of supplies 
for the fiscal year 1931 amounted to 
approximately $100,000,000. This in- 
cludes both military and non-mili- 
tary items. 

“All supplies procured for use in 
Washington for all the Federal agen- 
cies, including the War Department, 
must be procured through the Gen- 
eral Supply Committee.” 


Goudy Is Honored 


Frederick W. Goudy, designer of 
many widely used type faces, was the 
guest of honor at a_ testimonial 
luncheon given by the American 
Union of Decorative Artists and 
Craftsmen March 7. It was Mr. 
Goudy’s 67th birthday. 


“News” Loses Sturtzel 


Edmund J. Sturtzel, veteran adver- 
tising man with the Newark Evening 
News, died March 1 at Montclair, 
N. J. at the age of 70. He composed 
several operas. 


Caughell Steps Up 


Vernon E. Caughell has been ap- 
pointed assistant advertising director 
of the San Francisco News, being 
succeeded as national advertising 
manager by George F. Grafft. 


Latherizer to Rankin 


William H. Rankin Co., New York, 
has been selected to direct the adver- 
tising of the Latherizer Corporation 
of New York. 


Bicentennial 


Stamp Work of 
Art Director 


Dayton, O., March 11.—The distinc- 
tion of being the only person outside 
of Government ranks to design a 
United States postage stamp is held 
by C. R. Zimmer, vice-president and 
art director of the Shaw & Marchant 
Co., advertising service organization 
of this city. 

Mr. Zimmer designed the new 
Washington bicentennial stamp for 
Government envelopes, submitting 
five sketches in a national compe- 
tition. 

He also broke the unwritten law 
that all Government stamps must be 
designed by postoffice artists four 
years ago, when his design for a 
stamp for air mail envelopes was 
accepted. Mr. Zimmer gives this de- 
scription of the bicentennial stamp: 

“The stamp, red, brown and green, 
bears ‘1732’ in the upper left corner 
and ‘1932’ in the upper right. The 
center design is a likeness of George 
Washington’s home, Mount Vernon. 

“Below the house is the lettering, 
‘U. S. Postage.’ In the lower right 
and left corners are the denomina- 
tions—one, one and ont-half, two, 
four and five cents.” 

Like all envelope stampings, the 
design is embossed, but the emboss- 
ing is not colored and the coloring 
is not embossed. This was a Govern- 
ment requirement that Mr. Zimmer’s 
design successfully met. 


Hold Second Premium 
Exposition April 11 

The second annual National Pre- 
mium Users’ Exposition and conven- 
tion will be held at the Hotel Sher- 
man, Chicago, April 11-15, under the 
auspices of the Manufacturers’ Mer- 
chandise Advertising Assn. 

The entire mezzanine floor will be 
devoted to exhibits, which will place 
increased emphasis on standard mer- 
chandise. 


Futura Publications 
Gets Edward J. Gants 


Edward J. Gants has joined the ad- 
vertising staff of Futura Publica- 
tions, New York, Movie Mirror and 
Love Mirror. 

Mr. Gants was formerly Eastern 
advertising manager otf College 
Humor. 


Issue ‘Radio Study 


The Columbia Broadcasting Sys- 
tem, New York, has issued “the third 
study of radio network popularity 
based on a nation-wide audit con- 
ducted by Price, Waterhouse & Co., 
public accountants.” 


File New Radio Charges 


New charges have been filed 
against the Radio Corporation of 
America by the Department of Jus- 
tice. Among the defendants added to 
the list are the National Broadcast- 
ng Company. 


Chain Tax Advances 


The Virginia House has passed a 
bill placing a tax on all chain stores 
in excess of one. 


Meat Consumption 
Higher in 1931 


Washington, D. C., March 11. 
—Consumption of meats in- 
creased 1 per cent in 1931, the 
Department of Agriculture an- 
nounced. Lower prices are be- 
lieved responsible. 

Per capita consumption last 
year was 133.2 pounds, about 
one-half pound more than in 
1930. 


RULE ON SPECIAL 
ISSUES, PROGRAMS 


New York, March 11.—Several in- 
dustrial advertising problems have 
been clarified by advice of the com- 
mittee on media relations of the Na- 
tional Industrial Advertisers’ As- 
sociation, headed by Leon H. A. 
Weaver, publicity manager of the 
Superheater Company. 

Considering requests for advertis- 
ing in programs, the committee told 
a member such solicitations, “while 
legitimate from the viewpoint of the 
soliciting organization, are for serv- 
ices that in general appear to offer 
little or no advertising or goodwill 
value, but this is a point to be de- 
termined by yourself.” 

In reply to another member, who 
expressed the opinion that a 12-time 
contract should give him immunity 
from solicitation for extra space in 
a special issue of a monthly, the com- 
mittee said in part: 

“Just as you, a reputable manu- 
facturer, are entitled to add acces- 
sories to your product, so the pub- 
lication should have the same privi- 
lege. Whether or not you want the 
accessories is largely up to you.” 

In addition to Mr. Weaver, the 
committee is made up of a publisher, 
an agency executive and an adver- 
tiser. 


Chet Crank Heads 


Los Angeles Agencies 


Chet Crank, vice-president and 
Southern California manager of Bots- 
ford, Constantine & Gardner, was 
elected president of the Los Angeles 
chapter of the Pacific Association of 
Advertising Agencies March 3, suc- 
ceeding August Bruhn. 

Dana Jones, operating his own 
agency, was named secretary-treas- 
urer, succeeding Stuart Klingsmith. 


“National Underwriter” 
Syndicating Calendars 


National Underwriter, Chicago, is 
offering its fourth annual series of 
calendars, one set being designed for 
life, the other for casualty agents. 

The agent’s imprint and a short 
sales caption tying up with each of 
the 12 illustrations are popular fea- 
tures. 


Admitted to Four A’s 


Reimers, Whitehill & Sherman, 
New York, have been elected to mem- 
bership in the American Association 
of Advertising Agencies and the Na- 
tional Outdoor Advertising Bureau. 


REFRIGERATOR SALES IN 1931 


Btate Sales Year 1931 Sold 
BIOMED... 60.0000 6,244 7,600 82.16 
EL ».5.5:653.000% 3,622 2,850 127.00 
Arkansas ......... 4,210 4,900 85.92 
California ........ 53,156 71,550 74.29 
aren 6,967 8,550 81.49 
Connecticut ...... 18,982 16,750 113.39 
Delaware ......... 1,887 1,760 107.83 
. 11,149 10,700 104.20 
SEED éccccesens 0,220 $,700 105.36 
I eT 2,847 3,300 86.27 
SR 92,472 79,450 116.39 
ee 29,300 84.74 
BE. S568 cccncceee 11,460 18,750 = 61.12 
Kansas ........... 9,498 14,060 = 67.60 
Kentucky ........ 10,482 11,450 = 91.11 
Louisiana ........ 6,714 7,600 765.14 
eee 5,687 7,350 77.37 
Maryland ........ 28,748 18,850 152.51 

ts 39,792 50,350 79.08 
Michigan ......... 28,477 47,150 = 60.40 
Minnesota ........ 14,646 19,700 = 74.35 
Mississippi ....... 3,268 4,000 81.70 
Missouri ......... 36,845 27,760 182.77 
Montana .......... 2,680 3,900 81.21 
Nebraska ......... 7,894 10,100 = 78.16 


Zstimaed NWELA. % of 

Btate Sales Year 1931 Sold 
Nevada ........... 948 700 «135.43 
New Hampshire 3,797 5,050 75.19 
New Jersey ...... 53,156 46,200 115.06 
New Mexico ..... 1,894 1,350 140.30 
New York ....... 185,226 152,150 121.74 
North Carolina.... 11,391 9,850 115.64 
North Dakota .. 1,806 2,550 70.82 
MEER. S56cdneessece 50,558 65,950 76.66 
Oklahoma ........ 10,146 11,450 = 888.61 
MOE. cccccccccce 5,695 9,850 57.82 
Pennsylvania ..... 78,117 85,500 91.36 
Rhode Island .. 5,663 7,950 71.23 
South Carolina . 4,905 4,800 102.19 
South Dakota..... 1,888 3.260 58.09 
Tennessee ........ 7,594 9,950 76.32 
eae 29,426 27,850 106.66 
a ee 4,446 5,600 83.89 
Vermont ......... 3,271 3,050 107.25 
sis 14,238 10,450 136.25 
Washington ...... 8,138 18,700 43.52 
West Virginia ... 10,466 7,300 143.37 
isconsin ........ 12,289 26,150 46.99 
Wyoming ........ 1,882 1,600 125.47 
EEE A ok0ntesye 948,676 1,008,650 94.52 


Nineteen states exceeded their quotas, according to this tabulation 
by Electric Refrigeration News, Detroit. 


TRADE BRANCH 
OF BIG AGENCY 
SELF-CONTAINED 


How J. Walter Thompson 
Company Operates 


New York, March 11.—Sidney W. 
Dean, Jr., in charge of the trade and 
technical department of the J. Wal- 
ter Thompson Company, described 
its organization and operation at the 
Dotted Line Club luncheon March 7. 
Mr. Dean’s department has _ been 
functioning for over a year, and is 
considered unique among. general 
agencies. 

He told how the department ties 
in with the general work of the 
agency, especially in contact with 
the client, research and production. 
Aside from these phases, however, 
the department is in effect a self- 
contained organization, with its own 
copy, editorial and space personnel. 

It handles all advertising to be 
placed in trade and technical jour- 
nals, as well as planning allied pro- 
motion work and for this purpose 
maintains market and publication 
files for data related to accounts and 
publications. 

In this connection, Mr. Dean said 
the most effective fashion in which 
to present material about a publica- 
tion is in printed or written form. 
The material can then not only be 
passed to all who should see it, but 
can be filed for future reference. He 
said, in answer to specific questions, 
that all material is read, and that 


such of it as contains specific infor- ~ 


mation relating to a publication or 
its field is certain to be filed and re- 
ferred to. 


Competitive Selling 


Asked whether competitive selling 
cculd be considered useful, Mr. Dean 
replied that it could, inasmuch as 
publishers and their representatives 
naturally have more intimate infor- 
mation about other publications than 
anyone else. This of course would 
not legitimize malicious statements. 

Publication representatives are not 
confined to any special time for hear- 
ings by Mr. Dean’s department, nor 
are they limited in any other way 
except by their ability to furnish use- 
ful information concerning their pa- 
pers and their markets in relation to 
an account which is under discus- 
sion. The whole idea is to maintain 
the utmost flexibility, for the good 
of the client and for the information 
of the department. 

Contact with the client’s advertis- 
ing department as well as with indi- 
viduals both in the agency and with 
the client, who may be factors in the 
advertising, is not deprecated by Mr. 
Dean. He discussed the theoretical 
weight of various factors in the plac- 
ing of advertising. 

The frankness of the speaker’s dis- 
cussion was rewarded by a rising 
vote of thanks. M. J. Haggerty, 
chairman, and Judd Payne, of the A. 
B. P., arranged the meeting. 


Coates New Chairman 


George E. Coates, Atlantic Na- 
tional Bank was appointed chairman 
of the membership committee of the 
Advertising Club of Boston following 
the resignation of Ernest Hoftyzer, 
Boston Daily Record, because of press 
of business. 


Advance Agency Quits 


Following the recent death of E. J. 
Witthoff, the Advance Advertising 
Agency, Cleveland, of which he was 
principal, has discontinued. The 
agency was located in the Guarantee 
Title building for many years. 


O’Meara Joins Polk 


J. M. O’Meara has resigned from 
the Dealer Advertising Corp., De- 
troit, to become assistant sales man- 
ager of the direct mail division of 
R. L. Polk & Co., Detroit. 
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Day the 
BANKER 


to your DEALER 


66 
J IM, what are your plans 
for this year?” 


Then “Jim” tells his Banker 
in great detail just how he ex- 
pects to increase sales and 
profits through more efficient 
operation. How he expects to 
regain the money he wants to 
borrow now for sustained and 
aggressive effort. 


Perhaps “Jim” is your 
dealer. Perhaps the success 
of your sales in this particular 
community depends upon the 


9,99 


reaction to “Jim’s” story. 


Make sure that Bankers in 
every community know about 
your company, its product 
and its service. 


HE Journal offers an A. B. C. 

circulation of over 34,000. It is 
owned by the 15,000 member banks 
of the American Bankers Association. 
It carries each month the authoritative 
articles the Bankers and Bank Direc- 
tors need to keep themselves advised 
and informed. Ask for a copy—no 
obligation, of course. 


When the Banker is banker- 
minded and business-minded, 
what does he read thenP He 
reads the magazine which he 
himself publishes for himself 
—the American Bankers As- 
sociation Journal. 


A mighty good magazine in 
which to advertise, for we 
know of no other which 
reaches so important a single 
group of readers... Facts and 
figures on the Banker and 
Banker Influence are avail- 
able. Why not write today 
for this information, or ask 
one of the Journal’s staff to 
call? 


It may help a great deal in 
lifting your sales curve dur- 
ing the next few months. 


AMERICAN BANKERS 


Association 
22 East 40th St. 
ALDEN B. BAxTER, 4dv. Mgr. . . . « «© « 
J. Howarp SNow. . .... 


R. J: Dace @ CoS 


- Los Angeles ‘and San Francisco 
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SAYS BOOK COPY 
IS EXAGGERATED 


New York, March 11.—Subscribers 
of the Saturday Review of Literature 
are not greatly swayed by book ad- 
vertising, according to the result of 
a questionnaire published by that 
paper. No fewer than 1,417 readers 
asserted themselves’ skeptical of 
statements made in behalf of books. 


What Survey Showed 


Asked whether publishers’ adver- 
tising “fails to whet their appetite 


for the books advertised,” 606 
answered affirmatively, 563 said no, 
and 248 were silent. 

As to whether the advertising “is 
not sufficiently far-reaching to make 
an impression,” two-thirds said this 
is not the case. Almost as great a 
proportion called the appeal “dishon- 
est,” and a large majority said pub- 
lishers’ advertisements are too full 
of over-statements to gain confidence. 

The vote on another point: 

“Are radio and movies distracting 
you from books?” Yes, 147; no, 
1,254; no answer, 16. 


Two to Broadcast 


New clients of the Columbia Broad- 
casting System are American Safety 
Razor Corp. and Kolynos, Inc. 


St. Louis Honors Daily 


The 75th anniversary of the West- 
liche-Post, German language daily, 
was celebrated by the Advertising 
Club of St. Louis March 8, many 
notables joining in the club’s felicita- 
tions to general manager A. F. 
Gerecke. 


Appoint Winningham 

Motor Wheel Corp., Lansing, Mich., 
has appointed C. C. Winningham, 
Inec., Detroit, as advertising counsel 
for its automotive division. 


Selph in Agency Work 


Colin M. Selph has joined the new 
business department of C. C. Win- 
ningham, Ine., Detroit, coming from 
the Hearst Newspapers. 


Reveals Wet Strength 


The fourth week of The Literary 
Digest’s prohibition poll shows the 
wets leading three to one. Of the 
2,063,111 ballots so far received, 488,- 
335 favor continuance of the 18th 
Amendment and 1,574,776 vote for its 
repeal. 


Graves in Offset 


Donald C. Graves, late of Zimmer- 
Keller, Inc. Detroit agency, has be- 
come Michigan sales representative 
of the McCandish Lithograph Corp., 
Philadelphia. 


Miss Dickinson Moves 


Dorothy Dickinson, formerly with 
Charles Daniel Frey Company, has 
joined the copy staff of Erwin, Wasey 
& Co., Chicago. 


Underwood-Elliott-Fisher Co. 
Kelly, Nason & Roosevelt 


Funk & Wagnalls 
Snider Packing oy 


Barnsdall Refining Co. 
Calkins & Holden, Inc. 
Russell Mfg. Co. 

Hughes, Wolff & Co. 


Standard Oil Co. (Indiana) 
General Plastics, Inc. 
Gottschaldt-Humphrey, Inc. 
University of Chicago 
Great Northern Railroad 


Cleveland Tractor Co. 
Allis-Chalmers Mfg. Co. 
G. M. Basford Co. 

E. P. Houghton & Co. 
Erwin, Wasey & Co. 
Hilo Varnish Co. 


Bemis Bros. Bag Co. 
Firestone Tire & Rubber Co. 


Jos. T. Ryerson & Son, Inc. 
Interwoven Stocking Co. 
Chrysler Corporation 
Paraffine Companies, Inc. 


Artcraft Silk Hosiery Co. 
Pedlar & Ryan, Inc. 

Watson Advertising Agency 
N. W. Ayer & Son 
Ruthrauff & Ryan, Inc. 


Chicago 


Brunswick-Balke-Collender Corp. 


American Writing Paper Company 


American Mutual Liability Insurance Co. 


American Floor Surfacing Machine Co. 


Servel, Inc. 
Jerome B. Gray, Advertising 
Tiffany & Co. 


Virginia-Carolina Chemical Co. 


Needham, Louis & Brorby, Inc. 
Williams & Cunnyngham, Inc. 


McConnell & Fergusson, Ltd. 


They represented companies like these: 


Newell-Emmett Co. 
Standard Oil Co. (Ohio) 


Curtice Bros. Co. 


Albert Frank & Co. 
Metal Office Furniture Co. 
Federal Life Insurance Co. 


Wahl Co. 


Suntex Chemical Co. 

Colorado Fuel & Iron Co. 

Sullivan Machinery Co. 

Russell T. Gray, Inc. 

R. O. Eastman, Inc. 

Electric Products Corporation 
General Electric X-Ray Corporation 
Book House for Children 

Cross & Le Beaume, Inc. 
Campbell-Ewald Co. 

World Wide Advertising Corporation 
Ino-San Laboratories 

Keeler & Stites Co. 

S. Wald Advertising Agency 


Armour & Co. 


Husband & Thomas Co. 
Norwich Pharmacal Co. 
Universal Atlas Cement Co. 
Medusa Portland Cement Co. 


Packer Mfg. Co. 
C. F. Pease Co. 


Hammacher, Schlemmer & Co. 
Smokador Mfg. Co. 
Austin A. Bement, Inc. 


Skelly Oil Co. 


Cudahy Packing Co. 
Johnston & Murphy, Inc. 
Lord & Thomas and Logan 
Grace & Holliday, Inc. 
Onondaga Pottery Co. 
American Chime Clock Co. 
Hanff-Metzger, Inc. 


Cairo Syrup Co. 


Wilhelm Lubrication Co. 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 
537 S. Dearborn St. 


national advertising executives sent their subcriptions 
(new or renewal) to Advertising Age in February 


Revere Copper & Brass, Inc. 

Postal Telegraph Co. 

Geare-Marston, Inc. 

Wilson & Bristol, Inc. 

Sanitube Co. 

Link-Belt Co. 

Liles & Daniels, Advertising 

Brazilian-American Coffee Promotion 
Committee 

The White Co. 

Landscheft Advertising Agency 

Consolidated Gas Co. 

National Steel Fabric Co. 

Franklin P. Shumway Co. 

J. Walter Thompson Co. 

John L. Wierengo & Staff 

Timken Roller Bearing Co. 

Gardner Advertising Company 

Paterson Parchment Paper Co. 

Aubrey & Moore, Inc. 

Harry R. Gelwicks Co., Inc. 

Robertshaw Thermostat Co. 

Wolverine Tube Co. 

Fecheimer, Frank & Spedden, Inc. 

Southland Life Insurance Co. 

Freitag Advertising Agency 

MacManus, Inc. 

Wisconsin Power & Light Co. 

Converse Rubb 

Republic Steel Corporation 

Continental Insurance Co. 

Freeze-Vogel-Crawford, Inc. 

Parker Pen Co. 

Brown Compan 

Pratt-Moore Advertising Co. 

Union Gas & Electric Co. 

Walker & Downing, Inc. 

United States Advertising Corp. 

Art Metal Works 

Sun Advertising Co. 


er Co. 


Graybar Building 
New York 


BACK HOME 


Kenneth W. Hinks, who marked 
his | Ith year with the J. Walter 
Thompson Co. by returning to the 
Chicago office as account execu- 


tive after four years as manager 
of the Berlin office. 


How Illinois’ 
Watch Picture 
Got Its Punch 


(Picture on page 12) 


St. Louis, Mo., March 10.—A pho- 
tograph used in the 1931 advertising 
of the Illinois Watch Company has 
the distinction of being displayed 
twice in the current Exhibit of St. 
Louis Produced Advertising. The ex- 
hibit is now on display in the Cen- 
tral Branch of the St. Louis Public 
Library. 

Both the D’Arcy Advertising Co., 
handling the Illinois account, and 
the Barnes-Crosby Company, which 
posed the background and made the 
halftone, entered the photograph in 
their respective exhibits. 

The agency and engraver collabo- 
rated to produce the desired result. 

Victor C. Houser, president of the 
Barnes-Crosby Company, said the 
skyline was designed to symbolize 
the mechanical genius of the United 
States, as exemplified by the Illinois 
watch. 

The buildings in the background 
were made of cardboard. They were 
grouped, lighted and assembled many 
times before the exact effect sought 
was created. 

The skyline is a composite, repre- 
senting a typical American city, 
rather than any one, although the 
Chrysler building is strongly sug- 
gested. 

The institutional campaign in 
which the photograph was featured 
ran in the Saturday Evening Post. 


Vincent Richards 
Heads Dunlop Sales 


Vincent Richards, tennis star, has 
been appointed assistant to the presi- 
dent of the Dunlop Tire & Rubber 
Co., Buffalo, in charge of sales of 
sporting goods. 


DeVaux to Resume 


With the purchase of the DeVaux- 
Hall Motors Co., Grand Rapids, 
Mich., by the Continental-DeVaux Co., 
newly organized subsidiary of Con- 
tinental Motors Corp., production of 
DeVaux cars will be resumed April 1. 


Western Golf Plans 


The Western Advertising Golfers 
Association, Chicago, will hold only 
one out-of-town tournament this year, 
that being at Minocqua. Tentative 
dates are June 25-26. 


Denver Club to Elect 


Russell Byrum, of the Byrum-Shaw 
Advertising Agency, has been ap- 
pointed chairman of the nominating 
committee of the Denver Advertising 
Club. 


Editor Joins Agency 
Thomas H. Axelson, ex-managing 
editor of The Westerner, has joined 
the sales staff of Ham-Jackson Co., 
Portland (Oreg.) agency. 
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SECOND ANNUAL 
COW CONTEST 
IS ANNOUNCED 


Fort Atkinson, Wis., March 11.— 
Hoard’s. Dairyman has announced its 
second annual cow contest for adver- 


Discontented Cow 


tising men only. Last year 289 ad- 
vertising men undertook to judge 
the relative merits of four cows in 
five groups pictured in the contest 
folder. 

For the enlightenment of contes- 
tants, three views of each cow are 
presented. Prizes in the contest are 
varying amounts of butter, depend- 
ing on the degree of success 
achieved. 

The contest folder contained, be- 
sides photographs of the cows whose 
rank is under discussion, drawings 
of two cows apparently displeased 
about something and ready to settle 
the debate with boxing gloves. 

“Do you know what it means to 
be a cow and be judged by advertis- 
ing men?” asked the folder. 

“Do you know what it means to 
the cow? Does it mean anything to 
you? Mull that one over. Are you 
interested in the cow’s circulation, 
the green pastures it covers, the 
broad field, the results it brings, the 
medium types, the A. B. C. audit of 
every drop of milk? 

“Do you want these cows to feel 
you’re not interested in the curve of 
the rump, the position of the legs, 
the breadth of the shoulders? 

“Here’s the real dope—straight 
from the manger. We want you— 
and you, too—to enter our annual 
Cow Judging Contest for those fine 
fellows—the Advertising Men.” 


Walker, Stephenson 
Head Unique Agency 


Associated Printers has been in- 
corporated in Chicago to render 2 
complete advertising service, while 
functioning as representative of six 
printers and lithographers. 

E. R. Walker is president; Frank 
Stephenson, vice-president and treas- 
urer, and S. F. Walker, secretary. 
The staff includes R. K. Russell and 
H. P. Bogle. 


Buy Columbia Stock 


A group headed by William S 
Paley, president of the Columbia 
Broadcasting System, New York, has 
purchased 50 per cent of the com- 
pany’s stock from the Paramount- 
Publix Corp. 


Industrial Agency Moves 


Sheldon, Morse, Hutchins and Eas- 
ton, recently organized New York 
industrial agency, has moved to the 


Graybar Building. 
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Sweet, unusual, welcome words! 


But uttered, sir—uttered just as sure as you're reading. And he is today one 
of our most prized possessions—the customer who leaves every detail to us. 


We thank him—and trust these words strike his active eye. The woods ARE 
full of pretty samples, aren't they? 


Here's the question before the house: 


Would it be possible for us to do other than a mantfully pleasing job for YOU 
on that set of plates you need NOW? Frankly, modestly and provably—it 
would NOT be possible for us to do other than our very best—and that IS 
SOMETHING. The mails and ‘phones are working. 


Quality knows no boundaries. From Portland, 
Oregon, to Cleveland, Ohio, many agencies and 
national advertisers have beaten a path to our 
door. Engravings here are made by America’s 


Finest Craftsmen. 


COLLINS & ALEXANDER, Inc. 


65 EAST SOUTH WATER STREET, 


Fines fT 


CHICAGO 


PHOTO EN GRAY 


“SAVE YOUR SAMPLES 
FOR THE OTHER FELLOW” 


Said the Man Behind the Desk 


A turn down: Hardly. Read this true story. (Reading time—three puffs 
and a lean back in your chair.) 


“If your plates are half as good as your reputation, I'll be satisfied", said this 
unique character, ''so save those samples for the other fellow—and let's save 
time. Pull up a chair and tell me what you think you can do with this three 
color job." 
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PEARSON TELLS 
HOW HE HANDLES 
REPRESENTATIVES 


Chicago, March 11.—Policies which 
have been mutually helpful to agency 
and- newspaper representative were 
described this week by George Pear- 
son, media director of J. Walter 
Thompson Co., Chicago. 


“In some quarters,” said Mr. Pear- 
son, “contacts of the advertising 
agency and the newspaper represen- 
tative have been like the irresistible 
force meeting the immovable object. 
They have been irritant and counter- 
irritant, their positions one towards 
another often misunderstood and 
seldom clearly defined. 


“But the relations of agency and 
representative should be smooth- 
working, efficient, and most satisfac- 
tory to each if ordinary rules of 
business courtesy are applied.” 


The first obligation of the agency 
and of the newspaper representative 
alike, is to the advertiser with whose 
interests they are concerned, Mr. 
Pearson said, explaining the plan fol- 
lowed in contacts with space sales- 
men in the Chicago office. 

“To establish contact as quickly 
clearly, and directly as possible is 
the chief concern on both sides. Un- 
reasonable impediments put in the 
path of personal calls of newspaper 
representatives has sometimes hamp- 
ered efficiency in advertising agen- 
cies. Equally destructive of effi- 
ciency are unreasonable and slipshod 
methods on the part of the repre- 
sentative in presenting the case of 
the newspaper. 


Getting Efficiency 


“There are a few simple policies 
which we have found in years of 
experience establish the maximum of 
efficiency between the agency and the 
representation. We prefer to have 
the representative present facts re- 
garding his markets and his news- 
papers at certain regular intervals 
without reference to any particular 
account. We endeavor, as far as pos- 
sible, to give the representative an 
opportunity to present his story in 
this manner. Subsequent calls can 
be made to check up on accounts 
which may be under consideration at 
that time or to present any new and 
up-to-the-minute developments that 
may have occurred. 

“The moot question of casual and 
‘checking’ calls should be settled ac- 
cording to the same considerations 
which govern any program of effi- 
ciency. Too much time should not 
be wasted in futile and pointless 
questioning. On the other hand, 
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‘checking’ calls which do not violate 
any confidence of the client are a 
part of the business courtesy. 


“After all, the ends sought by the 
agency and the representatives are 
the same—maximum results for the 
client. If a representative desires to 
make a call for checking purposes he 
will be privileged to do so and as far 
as possible we will gladly supply this 
information on or about the time the 
advertising is run. 


Unfair to Others 


“The growing tendency on the part 
of representatives to make an ever- 
increasing number of telephone calls 
is a serious impediment to efficiency. 
Much time is lost in this manner, 
and, what is far more important, the 
interruptions are detrimental to busi- 
ness being transacted at the time. 


“It is unfair to the salesman who 
is at the time of such interruptions 
in the process of verbally presenting 
his newspaper to the media director, 
to suffer an interruption of five min- 
utes or more while another represen- 
tative attempts to state his case on 
the telephone. The daily schedule of 
the media department is filled. Un- 
necessary interruptions should be 
avoided. 

“The choosing of hours for calling 
may seem a simple matter. But at- 
tention to such details as this is 
responsible for smooth-working effi- 
ciency between agency and represen- 
tative. If the newspaper representa- 
tive calls at the agency between the 
hours of ten a. m. and 4 p. m., his 
chances of obtaining a_ successful 
interview are greater. 

“In every case, an intelligent con- 
sideration of maximum efficiency and 
mutual courtesy will solve the prob- 
lems of contact between the media 
department of the large advertising 
agency and the media representa- 
tive.” 
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CLINIC GIVES 
FUNDAMENTALS 
OF PACKAGING 


(Continued from Page 1) 


and a transparent wrapper. The plan 
involves extra samples or swatches, 
with which customers can determine 
flesh tones. Phoenix may try it out. 

A new rye cracker package was 
introduced by a manufacturer who 
wanted to teach consumers to heat 
the cracker before serving. To illus- 
trate a convenient method, he had 
wrapped the contents in four parts 
and printed instructions on the 
wrappers. 

It was said the portions were too 
large for most families, that the 
housewife would get the idea of 
wrapping and heating as many 
crackers as she needed if the sug- 
gested servings were wrapped in the 
same kind of white waxed paper as 
she used regularly in the kitchen, 
and that women objected to heavily 
inked and colored papers next to 
food. -, 

The last point was also stressed 
in connection with a macaroni pack- 
age in which a blue paper had been 
used to wrap the portions to get a 
pleasing color contrast. 

The jury recommended that the 
new Baby Ralston cereal container, 
a square canister with a round open- 
ing, be changed to a round shape, so 
that the contents could be easily 
withdrawn with a measuring spoon. 

A furor was created by the new 
Purina fly spray. The decision was 
that an excellent package was 
damned by the name. “Might as 
well call it Adorable fly spray,’ was 
one comment. 

The shape of the new Beech-Nut 
tomato juice cocktail bottle, a long 
neck “vintage” style, was criticized 
as occupying too much shelf space 
and being too easy to tip over. It 
was said women appreciate a con- 
tainer that will go on any shelf of 
the ice box or refrigerator. 


Label Held Wrong 


An oval medallion trade-mark label 
was held unsuitable for round con- 
tainers, a square label with rounded 
corners being suggested. 

It was said Canada Dry, which has 
scored heavily by creating a cham- 
pagne atmosphere for ginger ale, 
made a misstep in following up the 
vintage shape bottle and foil seal 
with “magnum” as the name for the 
new large size and giving it prom- 
inence on label and carton. 

It was pointed out that many con- 
sumers of ginger ale did not move 
in champagne circles in the old days, 
do not know that magnum is a unit 
of vintage measurement, and, conse- 
quently, are likely to look upon it as 
the name of a new brand or blend. 

It was decided the Canada Dry 
hostess package needs a built-in han- 
dle, a gadget to make it easier to 
open, art work and color. 

In the case of a coffee can, it was 
suggested the problem of the un- 
avoidable exposure of bare metal 
where the top and side are sealed be 
overcome by using the metal as the 
background and red as the dominant 
color, lacquering the can if necessary 
to prevent rusting. 

Common errors alleged were the 
use of designs, particularly horizon- 
tal bands of contrasting colors, and 
too-small type, thus making the pack- 
age appear smaller than it actually 
is. 

Somebody Wrong 


Chicago, March 10.—Members of 
the Chicago Advertising Council 
voted on four package designs con- 
sidered by Old Gold cigarettes before 
the final choice was made. 

They selected one of the three 
packages discarded by Old Gold. 

Arthur S. Allen, New York colorist 
and designer, was the speaker at to- 
day’s meeting. 


Eskimo Pie Appoints 
Eskimo Pie Corp., New York, has 
appointed the L. H. Hartman Co. 


BEST MULTIPLE DISPLAY CARTON 


J&PCO AND 


L__IN™ 


ATCHING 


ATS THREAD 


BON Fase 


IAS TRIM 


COLorS 


lil 


New President 
Of Ward Fires 
Another Salvo 


Chicago, March 11.—Sewell L. Av- 
ery, who was elected president of 
Montgomery Ward & Co., this week, 
after serving as chairman of the 
board, will continue as president of 
the United States Gypsum Company, 
among other offices. 

The company made net profit of 
$3,563,000 in 1931, Mr. Avery shift- 
ing his attack to the home repair 
field. 

The Home Inspection Service is 
the latest extension of this plan. 
Test copy appearing in the Saturday 
Evening Post this week told home 
owners that the inspection service 
does not entail obligation and that 
quotations will be made either for 
the finished job or on materials only, 
as preferred. 

The company also recognizes the 
difficulty of financing such sales un- 
der present conditions and is con- 
ducting a campaign showing dealers 
how installment selling may be han- 
dled. 


Ackley to Direct 


Addressograph Copy 


Allan A. Ackley has joined the 
Addressograph-M ultigraph Corp., 
Cleveland, as assistant sales man- 
ager of Addressograph and _ sales 
manager of Multigraph. He will be 
in charge of advertising of both divi- 
sions. 

Mr. Ackley came from the H. E. 
Lesan Advertising Agency, the Chi- 
cago office of which has the Addresso- 
graph-Multigraph account. 


Join Providence Club 


The Women’s Advertising Club of 
Providence, R. I., has welcomed to 
membership Dorothy Hackney, Kath- 
erine V. Doonan, Florence M. Barr, 
Anna M. McKnight, Alice E. Emer- 
son, Rose G. MacLaughlin, Gertrude 
E. Meth, Mrs. R. C. Larry and Mrs. 
Ida B. Ward. 


To Confer on Printing 


A conference of technical experts 
in the printing industry, with the 
McGraw-Hill Publishing Company as 
host, will be held in New York March 
14-15. 


Appoint S. S. Koppe & Co. 


Nassau Guardian, daily of Nassau, 
Bahamas, has appointed S. S. Koppe 
& Co., New York, exclusive represen- 
tatives for United States and Eng- 
land. 


Berry Abandons Pen 
Edward F. Berry, formerly editor 
of Metal Cleaning & Finishing, Pitts- 
burgh, has become advertising man- 
ager of the Udylite Process Co., De- 
troit. 


Allentown Agency Moves 


Shankweiler - Mickley Advertising 
Agency, Allentown, Pa., has moved 
from 813 Hamilton street to 222 N. 


Highth St. 


HARTMAN'S ADDS 
WOMEN’S DRESSES 


Chicago, March 11.—The Chicago 
store of Hartman’s, used as a proyv- 
ing ground for the 31 other furni- 
ture establishments operated in the 
Midwest, has added women’s dresses. 

Hartman’s was established 66 
years ago, and until recently sold 
only furniture and housewares. Hos- 
iery was added to the line with suf- 
ficient success to justify excursions 
into other fields. 

The advertising of the new line 
features the self-serve method and 
the slogan, “It’s a woman’s world at 
Hartman’s.” 

Fifty-two dressing rooms on the 
main floor have been equipped to 
handle dress buyers. 

A beauty shop is another innova- 
tion. 


lowa Business Men 


Will Censor Copy 


Iowa Chambers of Commerce will 
seek to forestall objectionable adver- 
tising and promotion schemes 
through exchange of information. 

The plan is in charge of John 
Adams, secretary of the Des Moines 
Chamber of Commerce and president 
of the Iowa Association of Commer- 
cial Organization Secretaries. 


Representatives Name 


DeClerque, Gottschalk 


Elmer DeClerque, Henry DeClerque, 
Inc., has been named vice-president 
of the Newspaper Representatives 
Association of Chicago to succeed J. 
B. Shaw, transferred to New York. 

Vincent Gottschalk, A. E. Clayden, 
Inc., succeeded Mr. DeClerque as di- 
rector. 


Bar Poster Trucks 


Authorized by an ordinance for- 
bidding “motorized billboards,” New 
York has begun a drive to bar all 
vehicles used solely to carry adver- 
tising displays. American Railway 
Express trucks will be attacked in a 
test case. 


May Advertise Street 


Proposed advertising of Royal 
Street and the Vieux Carre was dis- 
cussed at the monthly meeting of the 
Royal Street Association, New Or- 
leans, this week. 


New Card for “Life’”’ 


Life has issued a new rate card 
showing an increase in rates based 
on a larger guarantee. The change 
is effective with the July issue. 


Institute Has Agency 

Broughton Institute of Ortho-Die- 
tetics, New York, has appointed 
Cutajar & Provost, New York, to di- 
rect its advertising. 


“Lumberman” - Fortnightl y 


American Lumberman, Chicago, 
has changed from a weekly to a fort- 
nightly. 
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JUVENILE VOTE 
NEW OBJECTIVE 
OF STUDEBAKER 


Copy Seeks to Bring Boys 
to Showrooms 


South Bend, Ind., March 3.—Con- 
vinced that children, particularly 
boys from 12 to 18, often cast the de- 
ciding vote for the family car, the 
Studebaker Sales Corporation has re- 
sumed juvenile advertising after a 
lapse of several years. 

Two distinct juvenile campaigns 
have been approved, one for the 
American Boy with copy addressed 
to boys of teen age, and the other 
for Child Life, whose readers are 
children of both sexes from 3 to 13. 

The all-boy copy uses an indirect 
approach via historical events to the 
early days of the Studebaker com- 
pany, which is more than 80 years 
old. In many instances, the founders 
of the business and the old Stude- 
baker wagons are worked into the 
lead. 

Speed, a theme outmoded in adult 
copy, is still used to interest boys, 
the copy calling attention to Stude- 
baker’s speed and climbing records. 
Where possible, mechanical features 
are made graphic to youthful intel- 
lects, one device being to compare 
free wheeling to a bicycle equipped 
with a coaster brake. 


Arouse Curiosity 


Knowing that boys pride them- 
selves on familiarity with the me- 
chanical features which distinguish 
different makes, the copy writers 
mention the number of mechanical 
improvements in the new Stude- 
bakers. but do not describe all of 
them. This strategem is expected to 
help bring boys into Studebaker 
showrooms. 

The copy concludes with the sug- 
gestion: 

“You want a car you can be proud 
of. See to it that your family makes 
no mistake on its new car. Root for 
the car that consistently has all the 
advancements in advance—a Stude- 
baker. Get your dad to take you for 
a trial ride in one of the Triumphant 
New Studebakers today.” 

The Child Life copy, which will 
start in May, features safety glass, a 
leading theme of current adult ad- 
vertising. It appears as a letter from 
Jane Smith to her playmates, and 
makes a game of youthful appeal by 
substituting pictures for some words 
of the text. 

Several years ago Studebaker ran 
two campaigns addressed to boys. 
One was built around an automobile 
model contest and the other featured 
speed records. Both were adjudged 
successful, although the company be- 
lieved lack of complete dealer co-op- 
eration cut down returns from the 
model campaign. 

Studebaker advertising is directed 
by the Roche Advertising Co., Chi- 
cago. 


“Eagle” Opens Branch 

Brooklyn Eagle has opened a Chi- 
cago branch in Tribune Tower. J. E. 
Dean is manager. 
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Boyish pride in heroes of early 
days is aroused with historical 


copy. 


OUTDOOR PLANT 
ALSO SELLING 
BROADCASTING 


Des Moines, Ia., March 11.—Con- 
siderable interest has been aroused 
by the radio-outdoor advertising 
hook-up perfected by the Central 
Broadcasting Co., operating Station 
WHO, Des Moines, and WOC, Daven- 
port, and the Stoner-McCray System, 
outdoor advertising company of Des 
Moines. 

The outdoor company has estab- 
lished its own studio and is selling 
time, writing continuities and sup- 
plying talent. G. Dan Frey, presi- 
dent of the Des Moines Advertising 
Club, is its announcer and arranges 
the programs. 

In addition to supplying radio serv- 
ice to outdoor advertisers who desire 
it, the Stoner-McCray organization is 
selling broadcasting service inde- 
pendent of use of the other medium. 
About ten advertisers are now broad- 
casting under this arrangement, half 
of them using both mediums. 

The Stoner-McCray System is also 
featuring institutional programs deal- 
ing with outdoor advertising as part 
of the current efforts of the industry 
to improve public relations. 

The arrangement between the 
Stoner-McCray and Central Broad- 
casting interests is understood to be 
on a contract basis covering 20 vears. 


New Agency for 


Pennsylvania Crude 


The Pennsylvania Grade Crude Oil 
Association—producers, refiners and 
marketers—has appointed Hommann, 
Tarcher & Sheldon, New York, as its 


agency. 
The organization will continue 
educational activities in general 


magazines, farm and trade papers 
and direct mail. 


Market Tooth Paste 


Worcester Salt Co., New York, is 
bringing out a tooth paste to retail 
for 35 cents. Tests will be con- 
ducted in upper New York State. 


Agency Makes Gain 
Van Sant, Dugdale & Corner, Balti- 
more agency, made a 43 per cent in 
1931 billing, H. K. Dugdale, vice- 
president, announced. 


Miss Gaines with Agency 


Victoria Gaines, formerly of the 
Simplicity Pattern Co. is now a 
copy-writer for Hirshon-Garfield, New 
York agency. 


Gets Olajen Account 


Olajen, Inc., New York, Olajen 
Health Cubes, a new calcium food, 
has placed its advertising with the 
Joseph Katz Co., New York. 


Einson-Freeman Hosts 


The Einson-Freeman Co., New 
York, will be host to the Association 
of Advertising Men at a buffet sup- 
per and tour March 17. © 


‘‘Find Buyer,”’ 
Spring War-cry 
Of Electrolux 


Evansville, Ind., March 11.—‘Find 
the Buyer,” will be the spring effort 
of Electrolux Refrigerator Sales, Inc., 
to cash in on its national advertis- 
ing. Besides elaborate helps for 
dealers, an intensive educational 
campaign for salesmen is _ being 
waged by H. S. Boyle, sales promo- 
tion manager. 

Three new books comprise the edu- 
cational course. This study gives 
the salesman considerably more 
background than has been required 
heretofore, showing him the reasons 
back of refrigeration. 

For the most part the books will 
be used as a drill study at group 
meetings of dealers’ salesmen con- 
ducted by factory representatives. 
Individual progress will be checked 
by written examinations. 

A complete advertising campaign 
is offered dealers in the “Find the 
Buyer” drive. Some helps are free, 
others cost as much as $5. This is 
the price for a hand-colored photo- 
graphic enlargement of a salesman, 
with manual and suitable cards for 
use in windows. 


‘STANDARD-UNION’ 
BOUGHT, MERGED 


Brooklyn, N. Y., March 9.—Sale of 
the Brooklyn Standard-Union to the 
Brooklyn Daily Times by Paul Block 
was announced by the two papers to- 
day. The two papers will be consoli- 
dated immediately, Fremont C. Peck, 
publisher of the Times, announced. 
John H. Harman is vice-president of 
the Brooklyn Daily Times, Inc. 

The merger will leave three eve- 
ning newspapers in the field in 
Brooklyn, the others being’ the 
Brooklyn Daily Eagle and Brooklyn 
Citizen. 

The Standard-Union was founded 
in 1863 and had been under the own- 
ership of Mr. Block since August, 
1928. It represented an amalgama- 
tion of three newspapers. 

Mr. Block retains one paper in the 
metropolitan area, the Newark Star- 
Eagle, which he bought in February, 
1926. His other papers are the Pitts- 
bugh-Post Gazette, Toledo Blade, To- 
ledo Times, Milwaukee Sentinel, Du- 
luth Herald, Duluth News-Tribune 
and Los Angeles Express. 


Stephens in Grand Rapids 


After four years as_ advertising 
manager for the Shaw-Walker Co., 
Muskegon, Mich., John L. Stephens 
has taken charge of sales promotion 
for the Metal Office Furniture Co., 
Grand Rapids. 


Agency for Gynex 
Institute of Feminine Hygiene, 
Gynex spray and other similar prod- 
ucts, is now placing its advertising 
through the Arthur Rosenberg Co., 
New York. 


Thompson Earns $3.01 


While gross profits of the John R. 
Thompson Co., restaurant chain, in- 
creased in 1931, net profit declined 
$222,882 on sales of $14,360,330. The 
earning rate on common is $3.01, 
compared with $3.76 in 1930. 


Bells Peal for Sneden 


Albert T. Sneden, art director of 
the Pittsburgh office of Batten, Bar- 
ton. Durstine & Osborn, and Freida 
J. Pahlck, of the Interboro Review, 
Bergenfield, N. J., were recently mar- 
ried.’ 


Mayor’s New Work 


William B. Mayor, who recently 
sold his interest in Sporting Goods 
Journal, will join National and 
American Miller, Chicago, March 15. 


L. C. Walsh Dead 


Louis C. Walsh, president of 
Walsh-Lascelles Co., and member of 
the Greater Buffalo Advertising 
Club, died in Buffalo last week. 


TOOTH POWDER 
ADVERTISING 
CALLED UNFAIR 


Council Discusses Attack 
on Paste 


Chicago, March 11—The American 
Dental Association has entered the 
controversy between manufacturers 
of tooth powders and pastes by 
stamping advertising claims made by 
the former as an unfair trade prac- 
tice. 

The A. D. A. has given its seal of 
approval to Plough tooth paste, a 
new product of Plough, Inc., Mem- 
phis, Tenn. It has also started a 
five-minute broadcast weekly over 
the Farm Hour of the Columbia 
Broadcasting System. The time is 
donated. 

The comment on current advertis- 
ing of dentifrices came from the 
association’s Council on Dental 
Therapeutics. It referred to the fol- 
lowing statements made in recent 
advertising of tooth powders: 

“Injurious substances—as_ glycer- 
ine—should not be incorporated in 
the manufacture of a dentifrice... . 
Glycerine is a depletent, it saps the 
moisture from the tissues, which nat- 
urally will recede, exposing the peri- 
odontal membrane.” 

a contains no glycerine, 
therefore does not soften the gums.” 


Should Prove Claims 


“Glycerine is an ingredient of prac- 
tically all tooth pastes. Unless the 
advertiser brings forth adequate ex- 
perimental evidence to verify such 
statements,” said the Council, “their 
use should be considered as an un- 
fair trade practice, confusing not 
only the dentist but also the public. 

“Such statements are, in general, 
in line with the unsavory tooth paste 
exploitation of the last few years. 
Competitors’ goods are disparaged, 
while the advertiser’s goods are 
praised to the sky, all without evi- 
dence that has been submitted to 
competent authority. 

“The Council suggests that until 
tooth paste and tooth powder manu- 
facturers get together and agree on 
a set of trade practices guided by the 
definition of the Council for denti- 
frices, that ‘the dentifrice is an agent 
which may aid the toothbrush in 
cleaning the surfaces of teeth,’ this 
undignified type of advertising, so 
prevalent in this field, will continue 
only to the discrediting of advertis- 
ers in general and to the confusion 
of the public, which, in the last 
analysis, is the Council’s concern.” 


SEYMOUR VICTIM. 


OF PNEUMONIA 


Batavia, Ill., March 11—Ira Eu- 
gene Seymour, who died here March 
4, provided an example of a pub- 
lisher who took his own medicine in 
copious quantities. 

Mr. Seymour was president of the 
Household Journal Publishing Com- 
pany, publisher of Household Man- 
agement Magazine, but he was just 
as interested in the Campana Cor- 
poration, maker of Italian Balm, of 
which he was secretary-treasurer. 

Mr. Seymour believed in aggressive 
advertising in good times and bad 
and it was partly through his efforts 
that Campana advertising was in- 
creased this year, with substantial 
progress following. The Campana ac- 
count is handled by McCann-Erick- 
son, Inc., Chicago. 

Mr. Seymour, who was only 46 
years old, was also treasurer of the 
D D D Corporation. 

His death followed 4 brief illness 
of pneumonia. 


Classified 
Advertising 


The rate for this department is 
40 cents a line; minimum, $2. 


Sub-Lease 


Suite of 681 feet in the Palmolive 
Bldg., Chicago. Furnished or unfur- 
nished. Attractive rental to respon- 
sible tenant. Possession now or May 
1. Box 117, ApvertTistne AcE, Chi- 
cago. 


Free-lance INSURANCE Copy. Ready 
when promised or no charge. 5 
years’ experience on house organs, 
“Post,” newspaper, direct mail for 
national accounts. Box 127, ADVER- 
1V1SING AGE, Chicago. 


Theatre Will 
Give Tickets 
For ‘Readers’ 


Chicago, March 11.—Any publisher 
willing to do the right thing by 
“Death Takes a Holiday,” a comedy 
running at the Playhouse Theater, 
can get “two choice seats.” That is 
the reward for using a not too mod- 
est reading notice provided by the 
management. 

“Death Takes a Holiday” is de- 
scribed in the lead of the boiler- 
plate as “a beautiful vehicle of Love, 
Passion, Beauty and Life.” There 
are also glowing compliments for the 
cast and the press agent devotes 200 
words to the plot. 

The narrative closes with this 
“Note to Editor”: 

“Two choice seats for any per- 
formance of ‘Death Takes a Holiday’ 
will be issued upon presentation at 
Box Office of the Playhouse Theater 
the above notice in any issue of your 
paper.” 


Pueschel to “Press” 


H. E. Pueschel, formerly with the 
Chicago branch of the St. Louis 
Post-Dispatch, has become national 
advertising manager of the Houston 
Press, Ray L. Powers, advertising 
manager, announced. 


Sell Iowa with 


color 


in the 


DES MOINES 
REGISTER AND TRIBUNE 
Color anyway _ you like it . . . one color 
and black in Daily or Sunday news sections 
. . four colors in Sunday Rotogravure 
. four colors in Sunday Comic 

and Feature Sections 


Circulation exceeds 245,000 
Daily and 210,000 Sunday 


y 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK + 310 East 45th St. 
CHICAGO + 210 So. Bespiaine St. 


and 34 other cities 
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MECHANICAL SUPREMACY IS SUGGESTED BY BACKGROUND 
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START REVIVAL IN OUTDOOR FIELD 


Irving Bromiley, president, and Donald G. Ross, vice-president and 

treasurér of Bromiley-Ross, Inc., formed in New York to handle the 

outdoor advertising of the American Tobacco Co. One of the largest 

outdoor campaigns in tobacco history is contemplated as a substi- 
tute for the Cremo radio broadcast, recently ended. 


NO. 4 IN NEW POSTER SERIES 


Se 


Dealers were stirred by this reprint of publication advertising. 


(Story on Page 8) 


FIVE-FOOT STAR OF SOCIETY BRAND PROGRAM 
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Welcome Lewis, star of the Society Brand program, which went 
on the Columbia System this week under direction of Henri, Hurst 
& McDonald, Chicago agency. 


"Listen baby, | didn't come here to talk, but to get friendly with this 
A & C Queen." (Story on page 2) 


FENCE MANUFACTURER USES OWN PRODUCT IN SIGN 
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The Page Fence Association, distributor organization of the Page Steel & Wire Co., 
Bridgeport, Conn., is using its own product in outdoor advertising. Copy is cut out of 
metal and attached to the fabric by a special metal clip. Low cost and visibility of 
background are two advantages claimed. Another is reduction of wind resistance, 
while a fourth is absence of back bracing, reducing the area necessary to lease. 
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